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                          摘 要 
 
定制化营销是未来服装企业发展的重点。本文基于尚懿公司的特点，分析其
在现有营销过程中的不足，并且积极寻求合理的定制化营销模式的开展以及应用。
对尚懿公司的经营和营销策略进行深入的研究和分析，结合目前服装消费市场的
变化趋势，规划和设计出符合目前市场需求，以顾客为导向的定制营销策略，以
促进公司的长期发展。 
本文结合定制营销的特点、服装消费市场的发展趋势和定制营销的模式，以
尚懿公司的营销模式为切入点，把定制营销模式应用到尚懿公司的营销策略中，
为尚懿公司提出一些切实可行的定制营销策略，包括确立服装定制化营销策略理
念、注重消费者个性化定制需求的体验过程、建立快速反应机制、网上定制与实
体店定制相融合、建立完善的服务体系，在改善尚懿公司经营现状的同时，提出
了针对性的保障措施，包括品牌建设、加强人才的培养、加强内部沟通和产业链
有效协同、保持创新。由此，提升其在市场上的竞争力，也能够为服装行业在新
的经济形势下更好地发展提供借鉴。 
 
 
关键词：服装；定制化营销；个性化；尚懿公司 
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Abstract 
Customized marketing is the focus of the future development of garment 
enterprises. The Shang Yi company's characteristics based on. Analysis the deficiencies 
in the existing marketing  process， and actively seeking reasonable customized 
marketing mode of development and application. Is Yi company management and the 
marketing strategy of in-depth research and analysis， combined with the present 
trends in clothing market， planning and design to meet the requirements of the 
market， to the customer oriented customization marketing strategy， to promote the 
company's long-term development. Customized marketing is the focus of the future 
development of garment enterprises. The Shang Yi company's characteristics based on. 
Analysis the deficiencies in the existing marketing process， and actively seeking 
reasonable customized marketing mode of development and application. Is Yi 
company management and the marketing strategy of in-depth research and analysis， 
combined with the present trends in clothing market， planning and design to meet the 
requirements of the market，  to the customer oriented customization marketing 
strategy， to promote the company's long-term development. 
The development trend of combining the characteristics of customized 
marketing， apparel consumer market and customized marketing mode to Shangyi 
company's marketing model as the starting point， the application of customized 
marketing mode to Shangyi company's marketing strategy， put forward some feasible 
strategies for customized marketing Shangyi clothing company，  including the 
establishment of customized marketing strategy the concept， pay attention to the 
experience and consumer customization needs to establish a rapid response 
mechanism， online customization and store customized integration， establish and 
improve the service system， improve the management status in Shangyi company at 
the same time， put forward the corresponding security measures， including brand 
building，  strengthen personnel training，  enhance internal communication and 
industrial chain effective coordination and keep innovation. Thus， to enhance its 
competitiveness in the market， but also for the clothing industry in the new economic 
situation to provide better development. 
 
 
Keywords： clothing; Customized marketing; personalized; Shang Yi Company  
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